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HIGHLIGHTS FOR Q3 2026

O

The national viewing split held steady at 62% Linear versus 38% Streaming, with
total hours expanding +13% vs previous quarter. In Toronto, streaming reach
moderated to 75%, yet monthly viewing hours rebounded to 20.0M, reflecting
deeper engagement among active audience.

02

Viewing behaviors follow clear age-based patterns across channels. Audiences
aged 55+ maintain consistent linear TV reach year-round, while live sports
tentpoles (NHL Playoffs, Blue Jays, FIFA World Cup) successfully insulated under-
45 linear reach against typical warm-weather declines.

03

Streaming remains heavily concentrated, with the top three services - YouTube
(39%), Amazon Prime (29%), and Netflix (21%) - capturing 89% of total streaming
viewing. YouTube widened its lead over Prime to 10 points, while Netflix
continues to lose viewing share.

04

Regional viewing patterns show distinct priorities: English Canada leans digital-
first, while French Canada remains anchored in domestic linear networks. Across
broader video formats, short-form platforms (TikTok and Instagram Reels) also
continue to gain ground, rivaling or surpassing Netflix in national minute-by-
minute audience.

*Note on Historical Comparison: Data reflects the launch of National VAM at the start of the 2026 TV broadcast year (adding Western and
Atlantic Canada), whereas previous tracking was limited to Ontario and Quebec Franco. Trended share shifts reflect this exparded
geographic footprint; therefore, current figures should not be compared directly with prior years
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Streaming reach softens to 75% average
in Q3'26, while total viewing hours
rebound to 20m

Toronto's streaming reach continued a gradual downward trend, averaging 75% across
Q3'26 and dropping to a low of 72% in April = down from 81% in Spring 2025 and 88% in
Spring 2024. Despite the lower reach, total monthly viewing hours showed a clear
recovery, averaging 20.0 million hours per month - up from Spring 2025 (18.3M) and
Summer 2025 (17.6M). This divergence indicates that while overall reach has contracted,
individual viewing duration and time spent among active streamers increased during the
quarter, coinciding with the NHL and NBA Playoffs. (See Appendix 1A).
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Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Sep 2023 - May 2026.
Trended data only available for Toronto.
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Streaming share holds at record 38% in
Q3'26, surging +8 points year-over-year

* Linear TV continued to represent the majority of viewing time in Q3'26 at 62%, though its
share has contracted from 71% in Q3'25 and 72% in Q3'23. Meanwhile, Streaming held at
38%—representing a +8-point increase year-over-year* and a +10-point gain over three
years, an evolution reflecting both multi-year viewer migration and the expanded national
reporting universe.

Share Total Usage (A18+)

Q326 62% 38%
Q325 71% 30%
Q324 69% 31%
Q323 72% 28%
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Linear TV = Streaming

Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q3 2026: Feb 23 - May 31, 2026.
*Q3'26 data reflects the expansion of the measure ment universe to National VAM
(now incorporating Western and Atlantic Canada), whereas Q3'23-Q3'25 data

covered Ontario and Quebec Franco only.



Reaching Canadians: Linear Vs Streaming

NHL Playoffs, Blue Jays baseball, and the FIFA World Cup retained
linear TV reach amongst the youth and prolonged viewing hours in
Streaming

55%

45%

35%

Spring-summer sports tentpoles lift younger linear reach: Anchored by the NHL Playoffs
and the kickoff of the Toronto Blue Jays baseball season, 18-24 linear reach rose from 45.1%
in March to 48.7% in May (+3.6pp). 25-34 edged up from 39.4% in April to 41.2% in May
(+1.8pp).

FIFA World Cup softens the summer dip: 18-24 linear reach held at 47.7% in June and 44.9%
in July. That's +6.6pp and +4.1pp vs. the same months in 2025, when reach fell to ~41%.
Streaming reach softens, but engagement deepens: Daily streaming reach declined across
all ages from March to July (e.g., 25-34 fell from 60.9% to 52.2%, -8.7pp), yet viewing hours
held strong as active streamers spent longer sessions on live sports broadcasts and digital
highlights. (See Appendix 1B).

55+ stays stable: Linear reach moved only ~1-3pp over the period (55-59: ~70-72%; 60+:
~81-91%), showing negligible seasonal variance.
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HOW TO NAVIGATE THE SEASONAL
HIGHS & LOWS BY AGE GROUPS?

55+ Cohort: Own Linear TV

Maintain Linear TV as the foundation. This demographic shows steady ~70-90%+ daily linear
reach year-round with negligible seasonal variance.

Under 45 Cohort: Align Budgets with
Live Mega-Events & Digital Mobility

*  Spring (March-May): Leverage NHL/NBA Playoff tentpoles on Linear TV alongside
connected streaming to capture high-attention young audiences.

*  Summer (June-July 2026): While streaming typically cools down in summer, global live
events like the FIFA World Cup make Linear TV an essential, high-reach vehicle for under-
45s during months that are usually quiet for broadcast TV. Complement with mobile-first
channels (Social, Audio) and OOH for non-live viewing moments.

Source: Nlogic, InstarVAM, A18+. Jul 2024 - Jul 2026
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YouTube extends lead to 39% in Q3'26 as
Netflix viewing hours continue to contract

 Top 3 platforms capture 89% of streaming: YouTube retains solid leadership at 39% share,
widening its lead over second-place Amazon Prime at 29% from 3 to 10 points, while
Neftflix sits in third place at 21%.

*  While multi-year national trends reflect the 2026 methodology expansion to full National
VAM*, Neftflix viewing contraction is vivid across major metropolitan markets including
Toronto and Montreal. This ongoing erosion is driven by cumulative subscription price
increases and password-sharing limits, amid broader cost-of-living pressures and
subscription fatigue. (See Appendix 1C).

Share of Viewing (A18+)

Q326 39% AN 21% 3%' ”
Q325 35% 28% 23% 5% I II
Q324 34% 28% 27 % 6% I I‘
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mYouTube ® Amazon Prime ®mNetflix = Disney + ® Apple TV = Tubi “ Crunchyroll Pluto TV ® Paramount+ = Roku = Crave Others

*  YouTube is #1in both markets, with a 7-point gap. It holds 50% of streaming share in
English Canada vs. 43% in French Canada.

* Amazon Prime over-indexes in French Canada at 32% vs. 25% in English Canada, driven by
Amazon's original content produced specifically for Quebec.

* Nefflix is nearly identical across markets (19% FR vs. 18% ENG). Disney+ is marginal in both
(1% FR, 3% ENG).

Share of Viewing - English vs French (A18+)

A18+ 39% 29% 21% 3%' ”
ENG CA 50% 25% 18% I I
FR CA 43% 32% 19% | I
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BYouTube ®Amazon Prime ® Netflix ® Disney + ®Apple TV = Tubi “ Crunchyroll Pluto TV ® Paramount+ ® Roku ® Crave Others

Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q3 2026: Feb 23 - May 31, 2026.

*Note on Historical Comparison: Q3'26 reflects National VAM coverage (incorporating Western and Atlantic Canada), whereas prior years
covered Ontario and Quebec Franco only. Due to this expansion of the reporting universe, trended shifts reflect a broader geographic
footprint; therefore, Q3'26 should not be directly compared with previous years.



TV viewing habits remaining highly
stable through the first 3 quarters of
2025-2026 broadcasting year

»  Platform shares held flat quarter-over-quarter at 62% linear and 38% streaming, maintaining
an identical split to Q2'26. Linear TV continues to dominate, securing nearly two -thirds of

total usage (62%).

» Total viewing hours rebounded +13% in Q3, with linear (+13% to 7.7M hrs) and streaming
(+14% to 4.7M hrs) growing in lockstep due to a longer 14-week broadcast window (vs. 12
weeks in Q2) alongside NHL Playoff and Blue Jays baseball consumption

Viewing share (A18+) Viewing hours (A18+)
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Quarter-by-guarter shifts show YouTube
Rebuilding Its Lead Over Amazon Prime with
gap increasing from 3 to 10 Points

*  YouTube rebuilt its lead in Q3'26. After falling 4 pts to 34% in Q2'26, YouTube rebounded 5
pts to 39%, its highest share of the three quarters.

«  Amazon Prime slipped to 29% - potentially after the Prime Hockey Night season (See
Appendix 1D)- and Netflix held at 21%. Amazon Prime's share fell back to its Q1'26 level, but
it still grew in volume as the market expanded. Netflix kept third place.

* The top three account for 89% of streaming, up from 86% in Q2'26. Smaller platforms lost
share but mostly held their volume. Disney+ was the only clear decliner, falling to 3% from
5%.

Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q1 2026: Sep 1, 2025 - Nov 30, 2025; Q2 2026: Dec 1, 2025 - Feb 22, 2026; Q3
2026: Feb 23 - May 31, 2026.
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Share of Viewing (A18+): Quarter by Quarter

Q326 39% 29% AV I
Q226 34% 31% AV I
Q1'26 38% 29% 20% I
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Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q1 2026: Sep 1, 2025 - Nov 30, 2025;
Q2 2026: Dec 1, 2025 - Feb 22, 2026; Q3 2026: Feb 23 - May 31, 2026.

- -

«
./ "
5

lal,
- 4

¢

~



YouTube Retains National #1 Lead as Instagram Reels
Edges Netflix and French Canada Maintains Strong Local

Loyalty

Media

. Total Canada: YouTube leads streaming at 711 AMA (000s), over 2x Amazon Prime (325), while TikTok
(274) and Instagram Reels (187) push ahead of Netflix (184), with TVA Montreal+ (110), indieNET+ (88), and
TSN+ (88) leading linear in combined rankings.

. English Canada: Top 4 mirrors national streaming trends - YouTube (174), Amazon Prime (69), TikTok (64),
Netflix (44) - with CTV Toronto (46) surpassing Netflix in combined rankings.

. French Canada: TVA Montreal+ (87) and SRC Montreal (66) keep up in top2 in combined rankings,
surpassing YouTube (56), with 6 of the top 10 being French-language channels - reflecting strong local

content loyalty.

Total Canada: Streaming
Top 20, Q3 2026, A1+

Total Canada: Linear & streaming

Top 20, Q3 2026, A1+

. AMA . AMA . AMA . AMA
Rank Stations (000) Rank Stations (000) Rank Stations (000) Rank Stations (000)
1 YOUTUBE 711 1 CRAVE 18 1 YOUTUBE 71 T SRC MONTREAL (CBFT)+ 75
2 AMAZON PRIME VIDEO 325 | 12 CRUNCHYROLL 18 2 AMAZON PRIME VIDEO 325 | 12 CITYTVONTARIO (CITY)+ 69
3 TIKTOK 276 | 13 SNAPCHAT 13 3 TIKTOK 274 | 13 CTV TORONTO (CFTO)+ 66
4 INSTAGRAM REELS 187 | w PwTOTY 9 4 INSTAGRAM REELS 87 | 14 GLOBAL ONTARIO (Gl 64
5 NETFLIX 184 | 15 SRC MONTREAL (CBFT)+ 6 5 NETFLIX e e e =
6 TWITCHTV 56 16 SPORTSNET ONT+ 5 6  TVAMONTREAL+ M0 | 16 TVASPORTS+ 61
7  DISNEY PLUS 42 17 CBSNEWS 5 7  INDIENET+ 88 17 TWITCHTV 56
8 FACEBOOK VIDEO 41 18 PARAMOUNT PLUS 3 8 TSN+ 88 18 SPORTSNETONE+ 53
9 APPLETV PLUS 33 | 19 ETONLINEUS 3 9  LCN+ 78 | 19 RO+ 52
GLOBAL BC
0 TUBITV 20 | 20 ROKUCHANNEL 2 10 SPORTSNET ONT+ 78 20 (CHAN/CHBCO)+ 52
English Canada: Streaming English Canada: Linear & streaming
Top 20, Q3 2026, A1+ Top 20, Q3 2026, A1+
. AMA . AMA . AMA . AMA
Rank Stations (000) Rank Stations (000) Rank Stations (000) Rank Stations (000)
1 YOUTUBE 74 | T CRAVE 4 1 YOUTUBE 74 | 1M cHCH+ 21
2 AMAZON PRIME VIDEO 69 12 SNAPCHAT 4 2  AMAZON PRIME VIDEO 69 12 SPORTSNETONE+ 20
3 TIKTOK 64 13 PLUTO TV 3 3 TIKTOK 64 13 CBCTORONTO (CBLT)+ 20
7 INETFLIX " 14 ET ONLINE US 2.4 4 CTVTORONTO (CFTO)+ 46 1% TSN+ 19
= [INSTAGRAM REELS 17 15 SPORTSNET ONT+ 1.7 5 NETFLIX 4k B | NSTaea CEaS =
6 DISNEY PLUS g | 16 CBSNEWS 0.8 6 CITYTVONTARO(CITY)+ 37 | 16 CBCNEWS NETWORK+ 13
17 PARAMOUNT PLUS (DTC, )
7 APPLETVPLUS 7 ro o8 7  GLOBALONTARIO(Cll 34 | 7 CTVCOMEDY 10
8 TWITCHTV 7 SPORTSNET ONT+ s | B )+ g
9 TUBITV 5 19 _[FUBOTV 0.7 INDIENET+ 30 19 TSN&4+ 9
10 FACEBOOK VIDEO 5 20  GLOBAL ONTARIO (CI)+ - 0.5 10 CP24 ONTARIO+ 29 | 20 DISNEY PLUS PURE PLAY 8
French Canada: Streaming French Canada: Linear & streaming
Top 20, Q3 2026, A1+ Top 20, Q3 2026, A1+
. AMA . AMA . AMA . AMA
Rank Stations (000) Rank Stations (000) Rank Stations (000) Rank Stations (000)
1 YOUTUBE 56 11 APPLETV PLUS 1.2 1 TVAMONTREAL+ 87 11 RDS+ 19
(CFTM+CFTM_O)
2 AMAZON PRIME VIDEO 30 12 SNAPCHAT 1.2 SRC MONTREAL (CBFT) 12 NETFLIX 1%
2 SR TREAL (CBFT)+ 66
3 [TIKTOK 28 | 13 ILuco+ 0.8 OUTUBE 13 CBCMONTREAL (CBMT)+ 12
4 INSTAGRAM REELS 26 | 14 CRUNCHYROLL 0.8 3 =6
g e w on Son 4 LCN+ " % TQTOTAL 1
15 CDN SPECIALTY 0.5
SRC MONTREAL (& 5  AMAZON PRIME VIDEO 30 15 CANAL D+ 9
R TREAL (CBFT)+
6 (CBFI) 3 16| DAILY MOTION 0.4 6  TVASPORTS+ 29 16 ADDIK+ 9
7  FACEBOOK VIDEO 3 17 CBS NEWS 0.3 7 TIKTOK 28 17 CANAL VIE+ 9
8 DISNEY PLUS PUREPLAY 1.8 | 18 TWITCHTV 0.3 g NOOVOMONTREAL 26 | 18 PRISE 2+ 8
(CFJP)+
19 FUBOTY 0.2
9 CRAVE 1.6 9 INSTAGRAM REELS 26 19  SERIES++ 8
90 NOOVO MONTREAL 0.2
10 TUBITY 14 (CFIP)+ - 10 RDI+ 25 | 20 CINEPOP+ 8

Note: AMA = Average Minute per Audience

Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q3 2026: Feb 23 - May 31, 2026.



Top Networks & Platforms (Total Q3 2026)

Top 40 Platforms & Networks Q3 2026 — Based on AMA (000)s

Media

Stations

YOUTUBE

PRIME VIDEO PURE PLAY
TIKTOK

INSTAGRAM REELS
NETFLIX

TVA MONTREAL+
(CFTM+CFTM_O)

INDIENET +

TSN+

LCN+

SPORTSNET ONT+

SRC MONTREAL (CBFT)+
CITYTV ONTARIO (CITY)+
CTV TORONTO (CFTO)+
GLOBAL ONTARIO (ClII)+
CBC NEWS NETWORK+
TVA SPORTS+

TWITCH TV
SPORTSNETONE+

RDI+

GLOBAL BC (CHAN/CHBC)+
HISTORY+

W NETWORK+

DISNEY PLUS PURE PLAY
FACEBOOK VIDEO

USA NETWORK+

TSN1+

CHCH+

GLOBAL EDMONTON (CITV)+

CP24 ONTARIO+

RDS+

CTV COMEDY+
APPLETV PLUS

CBC TORONTO (CBLT)+
NOOVO MONTREAL (CFJP)+
SPORTSNET WEST+
CTV SCI-FI+
SHOWCASE+

CTV NEWS CHANNEL+
SPORTSNET PAC+
SPORTSNET EAST+

A18+

710.5
325.1
274.2
187.1
183.6

109.7

87.9
87.8
78.3
78.3
74.5
69.3
65.7
63.8
63.2
61.2
55.6
52.7
52.1
52.0
47.9
44.5
41.8
40.7
35.7
35.7
35.4

35.2

34.6
34.6
32.8
32.5
31.0
30.5
29.1
28.8
28.5
27 .4
27.2
26.5

A18-24 A25-34 A35-44 ALS-49 AS50-54 AS55-59 A60-64 A65-74  A75+

87.9
237
45.3
12.4
20.8

4.4

3.4
2.2
5.8
6.2
2.4
1.9
2.5
1.8
0.7
4.8
2.0
3.0
1.6
2.7
2.0
0.7
4.2
1.3
1.9
0.8
1.0

1.9

2.5
3.0
0.7
1.7
1.3
1.3
3.2
0.9
1.1

0.7
2.9
1.5

216.7
66.2
79.5
45.2
36.7

3.4

4.0
6.5
61
10.5
3.1
4.0
4.2
4.1
1.2
5.6
37.0
53
4.7
2.2
2.6
1.8
10.9
5.5
2.0
2.3
23

0.5

2.9
3.8
2.7
6.5
1.6
1.9
1.8
0.9
1.0
0.9
2.3
3.4

130.9
69.1
43.5
497
37.9

5.9

4.1
5.9
3.1
9.9
4.2
5.3
3.2
5.6
2.0
7.5
6.3
6.2
3.7
1.9
1.2
2.6
9.2
2.1
1.2
1.9
0.7

1.2

4.4
3.7
2.2
8.6
2.8
3.4
3.4
1.4
3.1
0.9
1.8
1.8

45.6
29.5
24.0
12.7
14.9

5.7

2.2
6.2
2.1

6.6
4.0
3.0
2.2
2.9
2.2
4.5
0.6
4.1

0.7
1.3
1.4
1.0
2.4
2.0
1.1

2.5
0.7

0.8

1.4
1.9
2.6
4.1
1.4
2.4
1.9
1.2
2.9
0.5
1.5
1.8

467
24.9
23.1
13.8
241

57

4.0
8.2
4.4
4.8
3.9
2.7
2.9
3.9
1.9
5.2
2.4
4.3
1.2
3.5
2.1
4.3
3.0
2.9
1.8
3.1
2.0

2.4

2.5
2.4
2.1
2.5
2.4
2.8
3.2
2.6
1.6
0.9
3.4
2.1

437
26.7
1.1
141
12.4

5.7

7.0
9.4
4.1
7.7
3.7
5.7
3.8
4.7
3.5
4.0
0.7
44
2.4
4.8
5.3
2.3
2.5
4.2
3.1
3.7
3.8

1.9

5.6
3.3
3.1
2.4
2.0
1.5
3.2
3.3
1.7
1.7
2.2
2.0

461
24.6
7.4
13.7
10.8

4.4

12.2
1.2
9.3
6.6
111
8.3
6.6
8.5
6.0
7.3
5.5
4.7
.4
7.4
8.2
4.6
2.2
6.2
7.7
4.0
3.1

5.5

3.5
4.2
55
1.8
3.5
5.7
2.4
52
4.2
2.5
27
2.4

60.3
46.6
22.0
18.4
19.0

34.6

24.0
20.3
23.9
13.9
25.8
20.5
20.4
17.2
4.7
12.4
1.0
10.9
15.0
15.0
17.4
13.8
6.9
1.7
12.0
9.0
1.7

12.7

5.9
8.0
111
3.8
6.9
8.4
6.3
10.8
9.2
1.3
7.7
5.5

32.6
13.7
8.3

7.0
6.9

30.0

271
17.9
19.5
12.2
16.3
18.0
20.0
15.0
30.9
9.9
0.0
9.7
1.4
13.2
7.7
13.4
0.5
4.8
4.9
8.3
9.9

8.2

5.9
4.3
2.7
1.1

9.0
3.1
3.6
2.5
3.7
8.0
2.8
6.0

Note: AMA = Average Minute per Audience

Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q3 2026: Feb 23 - May 31, 2026.



Top Networks & Platforms (Primetime)

Top 40 Platforms & Networks Q2 2026 - Based on AMA (000)s

Media

Stations

YOUTUBE

PRIME VIDEO PURE PLAY
TIKTOK

NETFLIX

INSTAGRAM REELS

TVA SPORTS+

SRC MONTREAL (CBFT)+

TVA MONTREAL+
(CFTM+CFTM_O)

SPORTSNET ONT+
INDIENET +

GLOBAL ONTARIO (ClI)+
SPORTSNETONE+

TSN+

CITYTV ONTARIO (CITY)+
CTV TORONTO (CFTO)+
GLOBAL BC (CHAN/CHBC)+
RDS+

CBC NEWS NETWORK+
HISTORY+

CBC TORONTO (CBLT)+
SPORTSNET WEST+

LCN+

TWITCH TV

NOOVO MONTREAL (CFJP)+
DISNEY PLUS PURE PLAY
W NETWORK+

SPORTSNET EAST+

CBC MONTREAL (CBMT)+
TSNT+

SPORTSNET PAC+
FACEBOOK VIDEO

CHCH+

RDI+

SPORTSNET NATIONAL ST+
VISION+

GLOBAL EDMONTON (CITV)+

USA NETWORK+
SHOWCASE+

TQ TOTAL

YES TV TORONTO (CITS)+

A18+

992.2
536.8
412.5
381.1

289.9
239.3
238.3

232.8

215.1
204.8
180.9
170.6
164.5
142.9
138.0
114.8
99.9
99.8
97.4
93.2
89.3
86.8
85.4
83.2
77.0
76.1
75.6
68.0
67.4
66.3
63.6
62.2
62.0
58.2
57.2

56.5

55.2
54.8
533
53.2

A18-24 A25-34 A35-44 ALS5-49 AS50-54 AS5-59 A60-64 A65-74  A75+

120.9
32.8
71.6

40.0
21.6
20.1
8.3

11.0

20.8
12.2
5.6
8.8
5.8
4.6
5.5
7.5
8.8
1.2
3.1
4.9
10.5
4.3
3.7
4.7
8.0
1.5
4.2
7.0
2.0
7.0
2.6
2.2
2.1
15.5
0.1

2.9

2.2
1.4
1.6
0.8

289.9
98.2

115.9
74.8
67.7

22.0
10.0

8.2

31.3
8.6
10.4
18.4
14.5
12.4
10.4
6.6
9.8

6.9
5.4
5.7
13.4
60.0
5.4
21.2
2.8
10:2
6.5
5.1
53
8.5
2.2
52
4.7
2.5

1.0

4.2
1.8

4.2

197.9
17.6
67.5
77.3
80.3
31.8
13.5

16.2

25.3
1.7
16.4
21.2
13.7
13.0
9.0
5.0
13.4
3.8
2.8
9.5
12.1
7.0
7.9
11.0
19.0
3.2
5.6
7.9
4.7
4.3
3.4
1.5
2.9
8.7
0.4

2.3

1.4
5.5
2.1
3.1

64.9
55.5
37.0
32.4
19.4
18.5
1.3

1.1

15.2
5.1
9.7

14.0

14.8
8.4
4.9
3.7
6.0
1.8
2.2
5.1
6.2
2.2

6.5
5.8
2.0
4.8
4.2
53
3.5
3.6
0.6

5.7
0.9

2.1

1.0
5.0
2.4
1.5

63.7
46.7
30.3
46.0
19.7
21.0
1.8

14.2

13.5
12.3
13.3
13.3
14.0
7.3
9.0
6.4
8.0
2.1
4.1
9.5
10.4
5.8
3.2
9.5
6.4
3.9
6.2
5.7
5.6
9.9
4.3
6.9
1.8
5.3
2.1

4.2

3.0
3.1
2.9
1.6

59.5
43.7
17.1

247
21.5
16.3
12.3

12.1

234
10.3
16.2
14.6
15.6
12.5
8.1
9.2
10.7
4.0
10.8
7.4
9.1
5.0
1.2
5.3
44
3.5
6.4
4.2
6.1
6.6
7.9
3.7
3.4
7.0
1.1

2.4

4.3
2.2
2.2
1.5

644
42.6
26.5
24.8
24.5
287
35.4

27.9

18.6
232
23.8
15.1
19.5
16.0
1.7
15.2
11.6
9.9
18.7
10.0
7.5
9.6
6.2
11.5
3.9
8.8
6.5
14.3
7.1
6.5
10.5
5.8
13.6
52
4.7

6.9

15.2
8.2
10.5
6.3

80.5
76.2
36.7
431

25.0
46.3
84.5

80.3

3511
451
46.2
33.6
36.4
37.4
41.3
35.6
19.6
18.6
32.9
17.1
17.1
20.2
2.0
21.2
7.2
27.9
15.3
13.5
16.0
16.7
16.4
15.3
17.6
4.0
23.8

20.6

18.1
18.7
16.9
1.7

50.3
23.6
9.8
17.8
10.4
347
51.3

51.8

32.0
76.2
39.2
31.5
30.1
31.3
38.2
25.6
12.0
57.4
15.8
242
10.7
19.4
0.0
8.2
1.2
22.6
16.3
4.7
15.5
6.4
6.5
24.0
14.3
2.0
21.6

14.2

5.7

8.8
13.5
22.4

Note: AMA = Average Minute per Audience

Source: Nlogic, InstarVAM, A18+. Broadcast Cal. Q3 2026: Feb 23 - May 31, 2026.
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APPENDIX T
Additional Insights

APPENDIX TA

The monthly shifts in the Toronto chart reflect calendar seasonality and live sports schedules.
March volume increased due to March Break holidays and the 31-day calendar baseline, which
adds roughly 10% more available viewing time compared to February. In May, monthly viewing
recovered to 20.0 million hours after reach hit an April low of 72%. This rebound was driven by
the NHL Stanley Cup Playoffs and the start of the Toronto Blue Jays regular season. In Toronto
specifically, the Blue Jays' frequent schedule on Sportsnet supported longer viewing sessions
among active viewers, lifting total monthly hours even as broad daily reach moderated.

APPENDIX 1B

Program- and platform-level VAM data explain how live sports stemmed the seasonal under-45
linear dip, lifting 18-24 linear reach (+3.6pp to 48.7%) and 25-34 (+1.8pp to 41.2%) into May. On
broadcaster streaming platforms, NHL Playoff viewing hours increased +51% in May versus
April. Live hockey accounted for roughly 30% of total viewing time across broadcaster
streaming services during the month, with Blue Jays baseball ranking as the second-largest
contributor. Concurrently, while warmer weather lowered broad daily streaming reach (with
25-34 daily reach falling from 60.9% to 52.2%), active streamers logged longer sessions, led by
monthly viewing hour gains on Prime Video (+44% MoM) and YouTube (+8% MoM, +48% YoY).

APPENDIX 1C

Canadians are cutting their Netflix subscriptions primarily due to a combination of relentless
price increases, the elimination of the affordable ad-free tier, and strict household password
crackdowns. Market data shows that roughly 32% of Canadians have cancelled at least one

streaming service recently, with 53% citing high costs as their main reason for doing so.

Netflix eliminated the $9.99 CAD/month Basic plan for existing subscribers. This forced users to
either accept ads on the cheaper $5.99 plan or opt for a price jump to $16.49+ CAD/month to
keep an ad-free experience.

Canada was also one of the first global markets hit with the household account-sharing
crackdown. Many Canadians who previously shared a single subscription across households
cancelled out of frustration when they had to start paying a premium surcharge to add extra
member profiles.

APPENDIX 1D

During the winter, Prime Monday Night Hockey drew massive numbers by broadcasting
premium regular-season games featuring massive Canadian fanbases. But when the Stanley
Cup Playoffs began in April, the broadcast rights followed a strict draft selection format
between Rogers and Amazon.
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